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ABSTRACT 
 
This dissertation explored how a brand’s paid, owned, and earned media (POEM) 
influence and engage its audience in the social media environment where consumer 
engagement is stressed. This dissertation used an online experiment (N = 250) to explore 
the effectiveness of applying earned media within an advertising context, The findings 
indicated that positive earned media was more effective on people’s consumer 
engagement intention and download intention than paid media, but it did not work on 
perceived credibility of the post or product attitude. Positive earned media was found to 
be less credible than owned media. Among all the five types of media content, owned 
plus positive earned media was proven to be the most effective one on perceived 
credibility of the post, consumer engagement intention, brand attitude, and 
purchase/download intention. Positive earned media was found to be less credible than 
owned media. Among all the five types, owned plus positive earned media was proven to 
be the most effective one on perceived credibility of the post, consumer engagement 
intention, brand attitude, and purchase/download intention. This relationship was not 
affected by their dispositional persuasion knowledge but was influenced by conceptual 
persuasion knowledge and perceived deceptiveness of the post. Both theoretical and 
practical implications to the fields of social media and advertising were discussed. 
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CHAPTER 1 
 
INTRODUCTION 
 
Without question, social media has changed the relationship between a brand and 
consumers, from mainly one-sided communications to two-way communications. 
Advertising, as the major type of paid media being used for brand communications, has 
long been labeled with three main characteristics: paid, mass-mediated, and the attempt to 
persuade (O’Guinn, Allen, & Sememik, 2013). However, the prevalence of the constantly 
available two-way communication between brands and consumers via digital and social 
media makes advertising’s role more complicated than previously described. For brands, 
more effort and better strategies are required to maintain good relationships with 
consumers in today’s social media landscapes, through efficient communications, 
constant monitoring, and strategic management. Both advertising practitioners and 
scholars have noticed the need to reevaluate how advertising has developed and how to 
better integrate advertising into the overall brand communication efforts due to the fast-
developing media technologies (Schultz, 2016).  
This need for new directions coincides with the constantly changing environment 
and context of advertising in terms of changes in technology, media, and audience. The 
evolving social and economic issues and concerns have complicated the context for 
advertising. All these factors can influence how consumers respond to and process the 
messages as they act both as systematic decision makers who use logic to make purchase 
decisions and also as social beings, whose purchase decisions are influenced by many 
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factors in their lives (O’Guinn, Allen, & Sememik, 2013). Especially in this digital 
communication landscape, audience members are not only brand information receivers, 
they also have a leading role in influencing how brand advertising develops and in co-
creating brands with companies and their peer audiences through instantaneous online 
two-way communications (Hanna, Rohm, & Crittenden, 2011).  
Developments in digital media technology have also brought another notable 
trend in brand communications –media convergence, which means today’s promotion 
and marketing communication is no longer only about one media form/platform. It 
suggests a blend of traditional and online media, a mix of all media forms where the lines 
between paid advertising and other types of media start to blur (Hanna, Rohm, & 
Crittenden, 2011). This is not to say traditional media should be completely replaced, but 
more media options are available to reach the target audience with what, how, and when 
they want via integration and interaction of all types of media. Thus, how to integrate all 
media forms to achieve one shared purpose and how advertising can keep and develop its 
essential role in the persuasive process have become more essential.  
Traditionally, social media has often been considered as another media channel 
for brand promotions; however, social media can be better understood as a tool that 
integrates all other media channels. Effective advertising promotes the brand with this 
integrated approach. Previous studies on the effectiveness of different media forms 
confirmed their different roles using empirical data from companies and TV ratings (e.g., 
Xie & Lee, 2015, Clark et al., 2009, Lovett & Staslin, 2016); however, limited research 
has investigated how they work in an advertising context, especially testing the causal 
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relationships between using or combining different forms of media and the possible 
influences on consumers.  
This dissertation explored how a brand’s paid, owned, and earned media (POEM) 
influence and engage its audience in the social media environment where consumer 
engagement is stressed. Focusing on Facebook and earned media, the dissertation used an 
experiment to explore the effectiveness of applying earned media within an advertising 
context, and argued that a strategically mixed approach maximizes consumer engagement 
and the influence of the brand. 
This dissertation expanded knowledge about brand communications; to date, there 
are very few studies that explore the effectiveness of applying paid, owned, and earned 
media within an advertising context on social media, and none that examine how the 
different types of media influence consumer’s engagement with the brand using an 
experiment. More importantly, this dissertation significantly broadened researchers’ 
knowledge of the evolving nature of brand communications and advertising in the social 
media landscape. Previous research has focused on the POEM model using secondary 
data. This dissertation pursued testing the causal relationships between the media types 
used for brand communications and consumer perceptions, attitudes, and engagement 
intentions toward the brand on social media. Because of the scope and the method, 
findings in this study may fill gaps in knowledge about advertising, brand 
communications, consumer engagement, social media, as well as expand advertising 
scholarship in redefining advertising in the social media era. 
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CHAPTER 2 
LITERATURE REVIEW 
2.1 POEM MODEL 
POEM is the acronym of Paid, Owned, and Earned Media. Paid media is the 
media bought by the company (aka advertising), and it could be traditional or online 
advertising.  Owned media is controlled by the company, such as a company’s website, 
social media accounts, etc. In a broader perspective, any media content, print or digital, 
that companies can control and use to reach audiences can be considered as owned 
media. Earned media is the free media exposure or the user-generated content that is 
neither controlled nor bought by the company (especially on the Internet), which includes 
word-of-mouth (WOM), buzz, viral, PR, etc.  
Previous literature about the POEM model and its modified media convergence 
model suggest that reaching consumers via one single media form is not sufficient any 
longer, and a blend of integration and interaction of at least two or more media forms 
among the paid, owned, and earned media should be used to reach and persuade 
consumers (Hanna, Rohm, & Crittenden, 2011; Lieb, Owyang, Groopman, & Silva, 
2012; Lovett & Staelin, 2016). The reasons behind this are that the digital media 
technology makes consumers more engaged with the brand and their peers than ever 
before. With traditional media, although consumers have access to communicate with 
brands via toll free phones, mails, etc., the process is generally slow and lacks prompt 
and convenient interactions. Thus, their engagement level with brands can be considered 
as low, as they mainly played the role of brand information receivers. However, digital 
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media allows consumers to interact, share, and seek information in a much more 
convenient and faster way. They can participate in every part and co-create the brand 
with companies, from the product design to the promotional messages (Hanna, Rohm, & 
Crittenden, 2011). 
Li and Bernoff (2009) divided participants in the social media ecosystem into five 
categories: creators (publish, upload), critics (comment, rate), collectors (share, save), 
joiners (connect, unite), and spectators (read, watch). With the efforts of all types of 
digital media participants, the current consumers’ brand knowledge is co-created by 
themselves and the brand in a way that paid, owned, and earned media interact and 
reinforce each other (Hanna, Rohm, & Crittenden, 2011). The digital media participants 
are organized and smart; they enjoy interactions with their peers and value the opinions 
from their peers as well. This digital-media-enabled new approach makes the blending of 
paid, owned, and earned a must in today’s brand communications, and the marketing 
professionals proposed this combination of the paid, owned, and earned media as the 
ecosystem of brand communication (Corcoran, 2009). All these changes and the new 
roles of digital media participants are challenging the previous understandings of the field 
and how consumers process persuasive information.  
 Using a dataset of twelve-month of daily household purchase and Facebook 
exposure data for a fast-moving consumer goods marketplace, Xie and Lee (2015) 
investigated the effect of earned and owned media on social media and their interaction 
on brand purchase. Results have shown that a brand’s volume of earned and owned social 
media have positive impacts on increasing the household’s willingness to buy the brand. 
However, their effects can be substitutive, which means when on-site promotions and 
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household socio-demographic characteristics are controlled, the volumes of earned and 
owned social media have almost no effect on the level of households’ on-site brand 
purchases (Xie & Lee, 2015). However, compared to owned and earned media, paid 
advertising tells new consumers the existence of the brand and reminds existing 
consumers of the brand (Clark, Doraszelski, & Draganska, 2009; Xie & Lee, 2015). 
Rather than providing consumers credible clues on the perceived quality expectations, 
paid media triggers memory to keep the brand in mind (Xie & Lee, 2015).  
A recent Gallup (2014) survey showed that current consumers were adept at 
tuning out both the brands’ social media accounts (owned media) and its ads (paid 
media). The survey showed that the best way to promote the brand was to let consumers 
advocate on the brand’s behalf (earned media). Lovett and Staelin’s (2016) study also 
supported the Gallup survey’s results in a TV show setting. They surveyed the audience 
of the TV show about their viewing, exposures, expectations, and experiences to explore 
the different roles of paid media, earned media, and owned media the TV show used to 
communicate about the brand. The results show that paid media and owned media have a 
reminding effect, while earned media is more impactful than paid and owned media; 
earned and paid media play a central role in developing and maintaining entertainment 
brands (Lovett & Staelin, 2016). However, whether this could be applied to a non-
entertainment brand and whether using the paid, owned, earned media in different 
combinations would exert different effects are still unknown.  
Other studies on earned media also discovered that earned media  has more 
potential on consumers than paid and owned media. For example, Xie and Lee’s (2015) 
study shows consumers found earned media more credible and could snowball into more 
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high involvement consumers and ultimately reach the high involvement consumers who 
might be interested in purchasing the brand. Lovett and Staelin (2016) also reported 
earned media have an enjoyment-enhancing effect which means socializing with other 
consumers after the purchase makes their experience more enjoyable and encourages 
them to repeat the purchase in the future. These findings clarified the effects each of the 
paid, owned, earned media could have on consumers using secondary or survey data, 
however, little is known about whether the integration of two or more types of media 
would work better than each type alone. Moreover, experiments testing the causal 
relationships between the integration of media types is needed as well to support the new 
approach to maintain the ecosystem in persuasive communication.  
This dissertation seeks to better understand advertising under the POEM 
umbrella, where engagement with consumers is stressed for brand communication efforts. 
Using advertising as the communication channel alone as the brand communication effort 
is no longer adequate for today’s interactive social media era. Mixing different types of 
media content in a strategic way can lead to more effective communications between 
brands and consumers. 
2.2 ADVERTISING ON SOCIAL MEDIA  
Lasswell’s (1948) “Who says What in Which Channel to Whom with What 
Effect” has been used by advertising scholars through the years as the framework to 
develop theories for better understanding how advertising works. Even in today’s social 
media environment, Lasswell is still often used for advertising strategy: The Who refers 
to the “message sources,” and What refer to “messages.” While the definition and 
understanding the Who is evolving:  
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“The ‘who’ on social media is not necessarily a professional creator of 
advertising (like an ad agency or ad professional) but is oftentimes an everyday 
consumer. In a traditional advertising context, “message sources” pertain to 
whoever appears to be behind the advertising message—corporations, politicians, 
celebrities, and spokespersons. In a social media environment, most of the content 
is user generated so ‘message sources’ now include individuals who are 
oftentimes operating independently.” (Gangadharbatla, 2012, p. 404-405) 
Advertising on social media has broadened the understanding of “who.” 
Consumers-as-Creators can post either positive or negative content about a brand, 
product, or service on social media, which indicates “a noticeable shift in power and 
control” (Gangadharbatla, 2012, p. 405). With more empowered consumers, advertisers 
have less control over what kind of brand-related content they can convey and how they 
are perceived on social media than in traditional forms of advertising. Thus, how to 
engage with consumers and manage that engagement on social media has become more 
important than simply getting more attention and reach alone.  
This fast changing of the digital environment has witnessed the phenomenal 
changes in how technology influences advertising strategies, media planning and buying, 
and the audience’s process of persuasion, etc. Advertising, gradually, has become a part 
of a brand’s overall communications on social media rather than one independent tool to 
communicate the brand’s message. For instance, the blurring lines between advertising 
and other forms of media (particularly owned media) on social media have suggested that 
advertising, traditionally defined as the paid, mass-mediated, identifiable media to 
persuade audiences, is now integrated with other media forms for brand communications. 
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With this trend, audiences now might not be as able to distinguish advertising content 
that is paid by advertisers from organic editorial content on news media (Wojdynski & 
Evans, 2016). Also, with the recent advancements in technology, the quality of user-
generated messages is “sometimes on par with professional ads that even consumers fail 
to differentiate between the two in some cases” (Gangadharbatla, 2012, p. 405). 
Therefore, the message itself (the content) becomes more important for today’s brand 
communications/advertising on social media. Whether the consumer can identify the 
source (Who) of the content is, perhaps, no longer important.  
2.3 CONSUMER ENGAGEMENT ON SOCIAL MEDIA 
Digital technology has also created new ways for the audience to access 
advertising messages (e.g., the skippable ad pre-rolled on online video streaming sites, 
the sponsored brand stickers on Twitter, etc.) These high interactivity ads provide new 
approaches for advertisers to better engage their audience and change how consumers 
process persuasive information. Thus, many advertising and brand scholars have focused 
on consumer engagement when exploring brand communication efforts on digital media 
(e.g., Brodie & Hollebeek, 2011; Brodie, Hollebeek, Jurić, & Ilić, 2011; Bowden, 2009; 
Hollebeek & Chen, 2014). 
Consumer engagement has been defined as “a psychological state that occurs by 
virtue of interactive, co-creative customer experiences with a focal agent/object (e.g. a 
brand)” (Brodie & Hollebeek, 2011). It is particularly relevant to the context of social 
media because relationship-centered social media invites a participation on different 
levels (Tsai & Men, 2013). For example, the clickable icons and pictures on a brand’s 
advertisement on social media provide consumer accesses to gain more information about 
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the brand or make immediate purchases on the linked websites. On a brand’s own social 
media accounts, communication with consumers through wall posts enable users to 
engage with the brand by commenting on the brand, expressing their opinions, and 
sharing the content with their friends. Moreover, instead of engaging with the brand 
through the content created or provided by the brand (i.e., clicking the ad, commenting 
on, or sharing the existing content posted by the brand), consumers can actively engage 
with the brand through mentioning, posting, tagging the brand on their own accounts to 
initiate communications with the brand. All these possible consumer-brand engagement 
behaviors on social media make consumer engagement an important area to better 
influence and manage the relationships between brands and consumers.  
Thus, the following hypothesis was proposed: 
H1: A brand’s positive earned media content leads to higher (a) consumer 
engagement intention, (b) perceived credibility, (c) product attitude, and (d) purchase 
intention than paid or owned media content. 
2.4 POEM MODEL AND CONSUMER ENGAGEMENT ON SOCIAL MEDIA  
Besides the effectiveness of the POEM model, some professionals have also seen 
a growing importance of “content” (aka advertising creative) in the development of this 
model. Lieb et al. (2012) proposed a modified POEM model called the convergence 
model, which is again a combination of using two or more of paid, owned, and earned 
media but with an emphasis on the content when deciding the overall brand strategy. 
They argued that media content should be consistent in storyline, look, or feel, regardless 
of which, how and when channels, platforms are used. A successful campaign should 
start with a solid content strategy, and the content is the “atomic particle” in the 
11 
convergence model as it drives everything in marketing (Lieb et al., 2012, p. 32). This 
could be another supportive voice of addressing the importance of the content in the 
persuasive process as consumers are exposed to all types of media and the lines between 
paid, owned, and earned media has become blurry for them.  
 This call for focusing on the “content” in the integration of paid, owned, and 
earned media coincides with the need for understanding the role of advertising content on 
attracting more consumer engagement on social media. The need for connecting POEM 
with considering social media advertising as a part of the brand communications efforts 
comes from the urge of brands’ engaging consumers and managing communication flows 
on social media. Previous studies on the POEM model have shown the effectiveness of 
earned media using empirical data (e.g., TV ratings, Lovett & Staelin, 2016), but whether 
this still works for advertising content remains unknown. Thus, the current study explores 
how each type of media (i.e., paid, owned, earned media) and their different 
combinations on social media could influence consumers’ engagement with brands as 
related to perceived credibility, attitudes and behavioral indentions. Thus, the following 
research question was proposed: 
RQ: What is the relationship between the media type (paid, positive earned, and 
owned media) and (a) consumer engagement intention, (b) perceived credibility, (c) 
product attitude, and (d) purchase intention? 
2.5 POEM MODEL AND PERSUAION KNOWLEDGE 
The Persuasion Knowledge Model (Friestad & Wright, 1994) conceptualizes how 
people develop general knowledge about persuasion along time and explains the process 
of “how people use persuasion knowledge to interpret, evaluate, and respond to 
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persuasion attempts” (Boerman, van Reijmersdal & Neijens, 2012, p. 1049). It 
emphasizes that individuals need to recognize the persuasion attempt before one can 
activate persuasion knowledge to process and make a decision. People’ persuasion 
knowledge (i.e., advertising recognition) can be dispositional, which means this type of 
persuasion knowledge reflects the culmination of people’ knowledge, skills, abilities, 
exposure to, and experience with persuasion and advertising (Ham et al., 2015). 
Conceptual persuasion knowledge, on the other hand, deals more with whether one thinks 
the message content is an advertising attempt or not (Boerman et al., 2012; Wojdynski, 
2016). Previous studies have shown the activation of people’s persuasion knowledge 
would lead to heightened scrutiny of the message content (Friestad & Wright, 1994, 
1995), in turn, to negative attitudes and behavioral intentions toward the message or the 
brand (Shrum, Liu, Nespoli, & Lowery, 2012).  
In the context of POEM, it is likely that people would have more negative 
attitudes or behavioral intentions toward the product and the brand when they recognize 
the persuasive attempt or commercial nature of the message content. In addition, people 
would also view the message to be deceptive if they recognize its persuasive attempt 
when there is no clear statement about the paid or commercial nature of the message. 
This perceived deceptiveness would also lead to negative attitudes toward the message or 
the product (Darke & Ritchie, 2007). Thus, the following hypotheses were proposed: 
H2: Users’ dispositional persuasion knowledge moderates the media type’s 
influence on (a) consumer engagement intention, (b) perceived credibility, (c) product 
attitude, and (d) purchase intention. 
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H3: Users’ conceptual persuasion knowledge moderates the media type’s 
influence on (a) consumer engagement intention, (b) perceived credibility, (c) product 
attitude, and (d) purchase intention. 
H4: Users’ perceived deceptiveness moderates the media type’s influence on (a) 
consumer engagement intention, (b) perceived credibility, (c) product attitude, and (d) 
purchase intention. 
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CHAPTER 3  
METHOD 
3.1 STUDY DESIGN  
The previous literature has proposed that media type (paid, owned, and earned) 
might affect how social media participants’ levels of consumer engagement, perceived 
credibility, and their subsequent purchase intentions (Xie & Lee, 2014; Lovett & Staelin, 
2016); however, there has been limited research on testing how media types and the 
different combinations affect consumer’s perceptions, attitudes, and intentions. Besides 
the media types, other factors such as social media usage and habits, different types of 
persuasion knowledge, perceived deceptiveness of the content could also influence how 
they perceive and react to the advertising content on social media and they cannot be 
manipulated, thus, those factors were also measured in the experiment.  
To explore the effectiveness of a brand’s different media types and combinations 
on participants’ attitude, purchase intention, and consumer engagement intention, a 5 
(media type: paid, owned, positive earned, owned + positive earned, paid + positive 
earned) single-factor between-subjects design experiment with five conditions was 
conducted. All participants were randomly assigned to one of the five conditions.  
3.2 STIMULI 
This study used Facebook as the media platform for the experiment because it is 
the leading social networking site in the United States with over 207 million active 
American users (Statista, 2018), and Facebook provides various message formats for 
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creating brand messages for the experimental design. The paid media message is a lead 
ad as seen on any Facebook homepage (see Figure 3.1 as the example); the owned media 
message is a message sent by the brand’s Facebook account (see Figure 3.2 as the 
example); the positive earned media message is a user-generated post from a random 
Facebook user (see Figure 3.3 as the example).  
 
Figure 3.1 Example of brand’s paid media on Facebook 
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Figure 3.2 Example of brand’s owned media on Facebook 
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Figure 3.3 Example of brand’s positive earned media on Facebook 
 
For the current experiment, the selection of the product was considered based on 
its appropriateness of fitting in different media types (paid, owned, positive earned, 
owned + positive earned, Paid + positive earned media) for the product. Airtable, an 
editable calendar APP, was selected as the brand for all the conditions, as it was a small 
and new brand that can avoid experiment participants’ preexisting brand experience or 
attitudes, but its Facebook page still provided enough advertising contents for the stimuli 
design for the experiment, which were altered in Photoshop to create content 
combinations based on the operational criteria outlined above. Additionally, the target 
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consumers of the brand are smartphone users of all genders and all ages, which could 
provide more generalizable results for the current study.  
Screenshots of the Facebook advertisements of Airtable and posts from its 
Facebook page were used for designing stimuli for the five experimental conditions using 
Adobe Photoshop. For condition 1- paid media, the paid media message is a real Airtable 
Facebook ad which has the “sponsored” label below the brand name indicating the paid 
nature of the message (see Figure 3.4).  
 
Figure 3.4 Condition 1 – paid media 
 
Condition 2 – owned media shows the same message but it is posted by the 
brand’s Facebook account with the “sponsored” label (see Figure 3.5).  
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Figure 3.5. Condition 2 – owned media 
 
Condition 3 – positive earned media presents a user-generated post by a real 
consumer of the brand stating the same message (see Figure 3.6) .  
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Figure 3.6. Condition 3 – positive earned media 
 
Condition 4 – owned + earned media is a post by the brand’s Facebook account 
sharing the same user’s post from condition 3 (see Figure 3.7).  
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Figure 3.7. Condition 4 – owned + positive earned media 
 
Condition 5 – paid + positive earned media is a sponsored ad sharing the same 
user’s post from condition 3 with the “sponsored” label (see Figure 3.8). Studies have 
shown that consumers who have no professional adverting or marketing knowledge could 
have a hard time differentiating sponsored (paid) content and organic (free) content (see 
Wojdynski & Evans, 2016). Thus, for each condition, a short paragraph, which explained 
whether the brand is paying for showing/posting the message on Facebook, was shown to 
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participants, to make sure participants fully understood the nature (paid or free media) of 
the brand message they saw (see Figures 3.4 to 3.8). 
 
Figure 3.8. Condition 5 – paid + positive earned media 
3.3 PRETEST 
A group of college students (n=41) were recruited and volunteered to participate 
in the pretest. The manipulation check results from the pretest showed it was difficult for 
participants to distinguish between the owned and positive earned media conditions with 
the original set of introductions used to explain the purpose of the task prior to viewing 
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the stimuli. These instructions were further refined so a more detailed scenario was added 
to each stimulus post. Those revised scenarios explained why participants would see the 
post besides the nature of the media content. For example, participants in the owned 
media condition were told to imagine they had liked Airtable’s Facebook page, so the 
following post appeared in their feed. The wording, order, and format of the 
questionnaire were also revised for the main study based the feedback from the pretest  
(see Appendix A for the full experiment questionnaire for the main study).  
3.4 PROCEDURE 
As the main users of social media, 250 participants were recruited for this 
experiment. Participants were recruited from Amazon MechanicalTurk (MTurk) and 
directed to the online experiment on Qualtrics. Each participant received $1 for 
completing the questionnaire. To obtain the qualified participants, only MTurk workers 
who are registered as active Facebook users on MTurk platform were eligible for this 
study. An additional screening question about their Facebook use status was also asked at 
the beginning of the questionnaire.  
Only those who successfully answered the screening question were able to 
continue the questionnaire. Those participants were then asked to read the stimuli 
carefully and answer the manipulation check question and the following questions about 
perceived credibility, brand attitude, consumer engagement intentions, and download 
intentions. Next, their they were asked to complete questionnaires assessing their 
conceptual and dispositional persuasion knowledge and perceived deceptiveness of the 
post were asked. Lastly, demographic questions such as gender, age, race, education, and 
household income level were asked.  
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3.5 PARTICIPANTS 
 The 250 participants were represented across all five conditions. There were 52 or 
20.8% of the sample in the first condition – paid media, 48 (19.2%) participants in the 
second condition – owned media, 51 (20.0%) participants in the third condition – positive 
earned media, 48 (19.2%) participants in the fourth condition – owned + positive earned 
media, and 51 (20.0%) participants in the fifth condition – paid + positive earned media .  
The participants’ ages ranged from 17 years to 74 years (M = 37.36, SD = 11.80), 
and 58.8% of them were male (n=147) while 41.2% were female (n=103). The majority 
of the participants were white/Caucasian (n=176, 70.4%), followed by Asian (n=46, 
18.4%), Black or African American (n=13, 5.2%), Hispanic (n=10, 4.0%), other (n=3, 
1.2%), American Indian or Alaska Native (n=1, 0.4%), and Native Hawaiian or Pacific 
Islander (n=1, 0.4%).  
Educational levels of the participants were varied. Most of the participants 
(44.0%) had Bachelor’s degrees (n=110); 23.6% of them had some college degrees 
(n=59); 12.0% had Master’s degrees (n=31); 10.0% had 2-year college degrees (n=25); 
9.6% had high school degrees (n=24); only one of them had less than high school degree 
(0.4%). In terms of participants’ annual household income, 31.2% of them had $20,000 - 
$39,999, followed by $40,000 - $59,999 and below $20,000, 18% and 18%, respectively. 
Table 3.1 shows a complete profile of the experiment participants.  
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Table 3.1. Participants profile. 
 
 
3.6 MEASURES 
Dependent measures are as follows: 
Consumer Engagement Intention. Ten adapted items from Muntinga, Moorman, 
and Smit (2011) were used to measure consumer engagement intentions with the brand 
on Facebook. Participants were asked to rate how much they would consider 
 Frequency Percentage 
Gender   
Male 147 58.8% 
Female 103 47.2% 
Age   
17-30 83 33.2% 
31-45 111 44.4% 
45-60 40 16.0% 
61 and above 16 6.4% 
Race   
White/Caucasian 176 70.4% 
Black or African American 13 5.2% 
Hispanic 10 4.0% 
Asian 46 18.4% 
American Indian or Alaska Native 1 0.4% 
Native Hawaiian or Pacific Islander 1 0.4% 
Other 3 1.2% 
Education    
Less than high school 1 0.4% 
            High school graduate 24 9.6% 
            Some college 59 23.6% 
            2-year college degree 25 10.0% 
            Bachelor’s degree 110 44.0% 
            Master’s degree 31 12.4% 
Annual household income   
Below $20,000 45 18.0% 
$20,000 - $39,999 78 31.2% 
$40,000 - $59,999 45 18.0% 
$60,000 - $79,999 38 15.2% 
$80,000 - $99,999 23 9.2% 
$100,000 - $149,999 12 4.8% 
More than $150,000 9 3.6% 
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“recommending the brand to my Facebook contacts,” “Liking/joining the brand’s 
Facebook page (e.g., becoming a fan of or following),” etc. (“1= Strongly agree” to “7= 
strongly agree”). An average score of these items, ranging from 1 to 7, indicated 
consumer engagement intention for the brand (M = 3.36, SD = 1.71, Alpha = .96). 
Perceived Credibility. Three 7-point items adopted from Colliander and Dahlen 
(2011) were used to measure the perceived credibility of the information on the Facebook 
post. The participants were asked whether the brand and user posts were convincing, 
believable, and unbiased (“1= Strongly agree” to “7= strongly agree”). An average score 
of these items, ranging from 1 to 5=7, indicated perceived credibility of the post (M = 
4.38, SD = 1.40, Alpha = .83). 
Product Attitude. Participants’ attitude toward the product was measured using a 
7-item scale adapted from Bearden and Netemeyer (1999) and Brinol and Tormala (2004) 
on a 7-point bipolar scale, ranging from “1= Strongly agree” to “7= strongly agree.” They 
were asked to rate their feelings about the product in the post they viewed, e.g., 
“appealing/unappealing,” “good/bad,” “unpleasant/pleasant.” An average score of these 
items, ranging from 1 to 7, indicated their product attitude (M = 4.83, SD = 1.26, Alpha 
= .94). 
Purchase (Download) Intention. An adapted Spears and Singh’s (2004) measure 
was used to assess the download intention of the App, by asking participants’ degree of 
agreement on five 7-point bipolar scales (i.e., “I will never/definitely buy it,” “I have very 
low/high purchase interest”). An average score of these items, ranging from 1 to 7, 
indicated download intention of the App (M = 3.48, SD = 1.81, Alpha = .98). 
Hypothesized moderators are as follows: 
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Conceptual Persuasion Knowledge. A two-item scale from Boerman et al. (2012) 
was used to measure conceptual persuasion knowledge. Participants were asked to rate 
their agreement with two statements (i.e., “The post was commercial” and “The post was 
advertising”) on a 7-point Likert scale, ranging from “1= Strongly agree” to “7= strongly 
agree.” An average score of these items, ranging from 1 to 7, was calculated to indicate 
the conceptual persuasion knowledge (M = 3.48, SD = 1.37, Alpha = .81). 
Dispositional Persuasion Knowledge. A 9-item scale from Obermiller and 
Spangenberg (1998) was adapted to measure participants’ dispositional persuasion 
knowledge. Participants were asked how much they agreed with, e.g., “We can depend on 
getting the truth in most advertising,” “Advertising’s aim is to inform consumer,” (“1= 
Strongly agree” to “7= strongly agree”). An average score of these items, ranging from 1 
to 7, indicated dispositional persuasion knowledge (M = 4.21, SD = 1.47, Alpha = .96). 
Perceived Deceptiveness. A three-item scale from Wojdynski, Evans, & Hoy 
(2016) was used to measure the extent of the perceived deceptiveness of the viewed post. 
Participants were asked to rate their agreement with the statements (e.g.., “This post was 
trying to fool viewers into thinking it was not advertising,” “The advertiser tried to 
obscure the fact that this was an ad”) on a 7-point Likert scale, ranging from “1= Strongly 
agree” to “7= strongly agree.” An average score of these items, ranging from 1 to 7, 
indicated the perceived deceptiveness of the viewed post (M = 3.70, SD = 1.72, Alpha 
= .95). 
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CHAPTER 4 
RESULTS 
4.2 HYPOTHSIS 1 
To test whether positive earned media leads to higher consumer engagement 
intention, perceived credibility, product attitude, and purchase intention than either paid 
or owned media, a set of independent-t tests was performed. The results showed that 
participants who were in the positive earned media condition had significantly higher 
engagement intention with the brand on Facebook [M = 3.30, SD = 1.53, t(101) = 2.17, p 
< .05] and download intention [M = 3.76, SD = 1.72, t(101) = 3.46, p < .01], than those 
who were in the paid media condition (M_engagement = 2.66, SD = .1.45; M_download 
= 2.63, SD = 1.56, respectively). However, the differences between positive earned 
media condition and paid media condition on perceived credibility, t(101) = -.79, p = n.s. 
and product attitude, t(101) = 1.36, p = n.s., were not significant (see Table 4.1).  
To compare the positive earned media condition with the owned media condition, 
another set of independent-t tests was used. The results showed there were no significant 
differences on consumer engagement intention [t(97) = -.747, p = n.s.], product attitude 
[t(97) = .16, p = n.s.], and download intention [t(97) = .10, p = n.s.] between the positive 
earned media condition and the owned one, but perceived credibility of the Facebook 
post (M = 3.99, SD = 1.53) was significantly lower in the positive earned condition than 
the owned media condition [M = 4.54, SD = 1.17, t(97) = -2.00, p < .05]. Thus, the first 
hypothesis was partially supported. 
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Table 4.1. Differences between positive earned and paid media on dependent measures  
 Condition        N          Mean            SD 
Engagement Intention* Earned 51 3.30 1.53 
Paid 52 2.66 1.46 
Credibility Earned 51 3.99 1.53 
Paid 52 4.21 1.26 
Product Attitude Earned 51 4.92 1.12 
Paid 52 4.60 1.25 
Download Intention** Earned 51 3.76 1.72 
Paid 52 2.63 1.56 
Notes: **p < 0.01; *p < 0.05. 
Table 4.2. Differences between positive earned and owned media on dependent measures  
 Condition        N          Mean            SD 
Engagement Intention Earned 51 3.30 1.53 
Owned 48 3.54 1.67 
Credibility* Earned 51 3.99 1.53 
Owned 48 4.54 1.17 
Product Attitude Earned 51 4.92 1.12 
Owned 48 4.89 1.21 
Download Intention Earned 51 3.76 1.72 
Owned 48 3.72 1.92 
Notes: *p < 0.05. 
4.2 RESEARCH QUESTION 
In order to test which of the five media types/combinations leads to higher 
consumer engagement intention, perceived credibility, product attitude, and download 
intention, a set of ANOVA tests was performed to see whether there was any difference 
among all the conditions. Results showed that there were significant differences between 
groups on consumer engagement intention [F (4, 245) = 6.368, p < .01], perceived 
credibility [F (4, 245) = 2.781, p < .05], and download intention [F (4, 245) = 5.572, p < 
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.01]. However, there was no significant difference among groups on product attitude [F 
(4, 245) = 1.817, p = n.s.].  
LSD post hoc analysis on dependent measures were shown as below (see Table 
4.3 for means of dependent measures in different conditions and Table 4.4 for means 
differences among all conditions on dependent measures): 
Engagement Intention. LSD post hoc analysis showed that participants in the 
owned + positive earned condition (M = 4.26, SD = 1.64) had significantly higher 
engagement intention than those in the owned  (M = 3.54, SD = 1.67), positive earned (M 
= 3.30, SD = 1.53), paid + positive earned (M = 3.11, SD = 1.88), and paid conditions (M 
= 2.66, SD = 1.46) all at the p < .05 level.  
Perceived Credibility. Participants in the owned + positive earned condition (M = 
4.85, SD = 1.36) only had significantly higher perceived credibility than those in the paid 
(M = 4.21, SD = 1.26) and positive earned condition (M = 3.99, SD = 1.53), all at the p < 
.05 level.  
Download Intention. Participants in the owned + positive earned condition (M = 
4.14, SD = 1.63) had significantly higher download intention than those in the paid + 
positive earned (M = 3.20, SD = 1.85) and paid conditions (M = 2.63, SD = 1.59), all at 
the p < .05 level.  
Product Attitude. Although the ANOVA test on product attitude was not 
significant, the LSD post hoc still indicated participants in the owned + positive earned 
condition (M = 5.17, SD = 1.07) had higher product attitude than in the paid (M = 4.61, 
SD = 1.25) and paid + positive earned conditions (M = 4.60, SD = 1.55), also all at the p 
< .05 level.  
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In other words, among all the media types/combinations, the owned + positive 
earned media type works better than the other types/combinations in terms of consumer 
engagement intention, perceived credibility, product attitude, and download intention. 
Thus, the research question was answered.  
Table 4.3. Means of dependent measures in all conditions 
 Condition        N          Mean         SD 
Engagement Intention Paid 52 2.66 1.46 
Owned 48 3.54 1.67 
 Earned 51 3.30 1.53 
 Owned + Earned 48 4.26 1.64 
 Paid + Earned 51 3.11 1.88 
Credibility Paid 52 4.21 1.26 
Owned 48 4.54 1.17 
 
 
Earned 51 3.99 1.53 
Owned + Earned 48 4.85 1.36 
 Paid + Earned 51 4.32 1.54 
Product Attitude Paid 52 4.60 1.24 
Owned 48 4.89 1.21 
 Earned 51 4.92 1.12 
 Owned + Earned 48 5.17 1.07 
 Paid + Earned 51 4.60 1.55 
Download Intention Paid 52 2.63 1.59 
 Owned 48 3.72 1.92 
 Earned 51 3.76 1.72 
 Owned + Earned 48 4.15 1.63 
 Paid + Earned 51 3.20 1.86 
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Table 4.4 Means differences among all conditions on dependent measures 
Notes: *p < 0.05. 
4.2 HYPOTHSIS 2 
 A simple moderation analysis was conducted using ordinary least squares (OLS) 
regression. This type of model examines the relationship between a predictor variable and 
an outcome variable, and tests whether the relationship between the predictor variable 
and outcome variable changes based on the moderator variable. Hypothesis 2 proposed 
that dispositional persuasion knowledge moderated media types’ influence on consumer 
engagement intention, perceived credibility, product attitude, and download intention. 
Dispositional persuasion knowledge did not moderate the influence of media types on 
participants’ consumer engagement intention, perceived credibility, product attitude, or 
  Condition Mean 
Difference 
Engagement Intention Owned + Earned Paid 1.59* 
 Owned .71* 
  Earned .95* 
  Paid + Earned 1.1* 
Credibility Owned + Earned Paid .64* 
 Owned .31 
  Earned .86* 
  Paid + Earned .53 
Product Attitude Owned + Earned Paid .56* 
 Owned .28 
  Earned .24 
  Paid + Earned .57* 
Download Intention Owned + Earned Paid 1.52* 
  Owned .43 
  Earned .39 
  Paid + Earned .95* 
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download intention among all groups (see Table 4.5, 4.6, 4.7, and 4.8 for regression 
coefficients of DPK moderating all four outcome variables). Thus, H2 was not supported. 
Table 4.5 Moderating estimating engagement intention from media type and dispositional 
persuasion knowledge (DPK)  
 
 
 
Table 4.6 Moderating estimating perceived credibility from media type and dispositional 
persuasion knowledge (DPK)  
 
 
Table 4.7 Moderating estimating product attitude from media type and dispositional 
persuasion knowledge (DPK)  
 
 B SE t p 
Constant 5.72 0.60 9.57 <.001 
X1 1.17 0.82 1.42 .157 
X2 0.31 0.87 0.35 .724 
X3 1.58 0.75 2.09 <.05 
X4 0.80 0.75 1.06 .291 
Moderator (W) -0.69 0.13 -5.33 <.001 
Interaction 1 (X1) -0.13 0.18 -0.70 .483 
Interaction 2 (X2) 0.05 0.19 0.27 .789 
Interaction 3 (X3) -0.12 0.17 -0.68 .495 
Interaction 4 (X4) -0.09 0.16 -0.58 .565 
 B SE t p 
Constant 6.23 0.57 10.80 <.001 
X1 0.28 0.79 0.36 .72 
X2 0.01 0.84 0.16 .99 
X3 0.56 0.73 0.77 .44 
X4 0.45 0.73 0.62 .53 
Moderator (W) -0.45 0.12 -3.65 <.001 
Interaction 1 (X1) -0.03 0.18 -0.15 .88 
Interaction 2 (X2) -0.07 0.19 -0.38 .70 
Interaction 3 (X3) -0.06 0.16 -0.35 .72 
Interaction 4 (X4) -0.09 0.16 -0.55 .59 
 B SE t p 
Constant 6.39 0.53 12.02 <.001 
X1 0.25 0.73 0.34 .73 
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Table 4.8 Moderating estimating download intention from media type and dispositional 
persuasion knowledge (DPK)  
 
 
4.3 HYPOTHSIS 3 
Another set of tests using the PROCESS macro for SPSS by Hayes and Preacher 
(2013) was performed to test the moderation effects of conceptual persuasion knowledge. 
The results showed participants’ conceptual persuasion knowledge moderated the 
influence of media types on participants’ consumer engagement intention when paid 
media condition was compared to owned media condition (b = .85, SE = .34, 95% CI = 
.17, 1.52]) and when paid media condition was compared to owned + positive earned 
media condition (b = 1.17, SE = .29, 95% CI = [.60, 1.73]). See Table 4.5. 
 
X2 -0.69 0.78 -0.89 .37 
X3 0.06 0.67 0.92 .92 
X4 0.79 0.67 0.24 .24 
Moderator (W) -0.40 0.11 0.00 <.001 
Interaction 1 (X1) -0.03 0.16 0.87 .87 
Interaction 2 (X2) 0.22 0.17 0.20 .20 
Interaction 3 (X3) 0.06 0.15 0.69 .69 
Interaction 4 (X4) -0.19 0.14 0.19 .19 
 B SE t p 
Constant 6.01 0.69 8.74 <.001 
X1 1.15 0.95 1.22 .23 
X2 -0.06 1.00 -0.06 .95 
X3 0.65 0.87 0.75 .45 
X4 0.51 0.87 0.58 .56 
Moderator (W) -0.76 0.15 -5.13 <.001 
Interaction 1 (X1) -0.08 0.21 -0.37 .71 
Interaction 2 (X2) 0.25 0.22 1.13 .26 
Interaction 3 (X3) 0.10 0.20 0.49 .63 
Interaction 4 (X4) 0.00 0.19 0.00 1.00 
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Table 4.9 Moderating estimating engagement intention from media type and conceptual 
persuasion knowledge (CPK)  
 
 
For the perceived credibility, conceptual persuasion knowledge only moderates 
the effect of paid media relative to owned + positive earned media on how perceived 
credibility of the post is perceived (b = .69, SE = .24, 95% CI = [.20, 1.17]). See Table 
4.10. 
Table 4.10 Moderating estimating perceived credibility from media type and conceptual 
persuasion knowledge (CPK)  
 
 
 B SE t p 
Constant 6.27 1.40 4.49 <.001 
X1 -4.15 2.04 -2.03 <.05 
X2 -1.69 1.55 -1.09 .276 
X3 -4.99 1.67 -2.98 <.01 
X4 -1.82 1.66 -1.10 .274 
Moderator (W) -0.60 0.23 -2.61 <.01 
Interaction 1 (X1) 0.85 0.34 2.47 <.05 
Interaction 2 (X2) 0.33 0.26 1.26 .209 
Interaction 3 (X3) 1.17 0.29 4.08 <.001 
Interaction 4 (X4) 0.35 0.28 1.28 .202 
 B SE t p 
Constant 6.36 1.19 5.33 <.001 
X1 -2.94 1.74 -1.68 .093 
X2 -0.68 1.32 -0.52 .606 
X3 -3.23 1.43 -2.26 <.05 
X4 -2.27 1.42 -1.60 .111 
Moderator (W) -0.36 0.20 -1.82 .069 
Interaction 1 (X1) 0.55 0.29 1.88 .061 
Interaction 2 (X2) 0.01 0.23 0.03 .979 
Interaction 3 (X3) 0.69 0.24 2.81 <.01 
Interaction 4 (X4) 0.39 0.24 1.66 .099 
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Participants’ conceptual persuasion knowledge only moderated the influence of 
media types on participants’ product attitude when paid media condition was compared to 
owned media condition (b = .67, SE = .27, 95% CI = [.14, 1.19]). See Table 4.11. 
Table 4.11 Moderating estimating product attitude from media type and conceptual 
persuasion knowledge (CPK)  
 
 
For the last dependent variable, conceptual persuasion knowledge moderates the 
media type’s influences on download intention when paid media condition was compared 
to owned media condition (b = .77, SE = .37, 95% CI = [.05, 1.49]) and when paid media 
condition was compared with the owned + positive earned media condition (b = 1.03, SE 
= .30, 95% CI = [.43, 1.64]). See Table 4.12. Thus, H3 was partially supported.  
Table 4.12 Moderating estimating download intention from media type and conceptual 
persuasion knowledge (CPK)  
 
 B SE t p 
Constant 5.77 1.09 5.29 <.001 
X1 -3.63 1.59 -2.28 <.05 
X2 -0.15 1.21 -0.12 .901 
X3 -1.52 1.31 -1.17 .244 
X4 0.00 1.30 0.00 .997 
Moderator (W) -0.19 0.18 -1.08 .282 
Interaction 1 (X1) 0.67 0.27 2.50 <.05 
Interaction 2 (X2) 0.05 0.21 0.23 .815 
Interaction 3 (X3) 0.37 0.22 1.65 .100 
Interaction 4 (X4) -0.02 0.22 -0.10 .918 
 B SE t p 
Constant 5.44 1.49 3.65 <.001 
X1 -3.48 2.18 -1.60 .112 
X2 0.18 1.65 0.11 .911 
X3 -4.27 1.78 -2.39 .018 
X4 -1.80 1.78 -1.00 .314 
Moderator (W) -0.47 0.25 -1.91 .057 
Interaction 1 (X1) 0.77 0.37 2.11 <.05 
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4.3 HYPOTHSIS 4 
Hypothesis 4 proposed that perceived deceptiveness of the post moderated media 
types’ influence on consumer engagement intention, perceived credibility, product 
attitude, and download intention. The PROCESS macro for SPSS by Hayes and Preacher 
(2013) was used. Perceived deceptiveness moderates the effects of paid media relative to 
positive earned media (b = -.40, SE = .20, 95% CI = [-.78, -.02]) and paid + positive 
earned media (b = -.41, SE = .19, 95% CI = [-.78, .03]) on participants’ engagement 
intention. See Table 4.13. 
Table 4.13 Moderating estimating engagement intention from media type and perceived 
deceptiveness 
 
 
Perceived deceptiveness also moderates the effects of paid media relative to 
positive earned media (b = -.39, SE = .16, 95% CI = [-.71, -.07]) on how credibility of the 
post is perceived. See Table 4.14. 
 
Interaction 2 (X2) 0.08 0.28 0.28 .782 
Interaction 3 (X3) 1.03 0.30 3.39 <.001 
Interaction 4 (X4) 0.38 0.30 1.27 .205 
 B SE t p 
Constant 2.18 0.48 4.56 <.001 
X1 1.10 0.72 1.52 .129 
X2 2.12 0.77 2.76 <.01 
X3 2.05 0.82 2.50 <.05 
X4 1.90 0.73 2.59 <.05 
Moderator (W) 0.16 0.14 1.15 .253 
Interaction 1 (X1) -0.08 0.20 -0.38 .708 
Interaction 2 (X2) -0.40 0.19 -2.08 <.05 
Interaction 3 (X3) -0.15 0.20 -0.76 .445 
Interaction 4 (X4) -0.41 0.19 -2.15 <.05 
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Table 4.14 Moderating estimating perceived credibility from media type and perceived 
deceptiveness 
 
 
However, the results also showed perceived deceptiveness also moderates the 
effects of paid media compared to positive earned media (b = -.32, SE = .15, 95% CI = [-
.61, -.03]), owned + positive earned media (b = -.34, SE = .15, 95% CI = [-.63, -.04]), and 
paid + positive earned media (b = -.33, SE = .14, 95% CI = [-.62, .05]) on participants’ 
product attitude. See Table 4.15. 
Table 4.15 Moderating estimating product attitude from media type and perceived 
deceptiveness 
 
 B SE t p 
Constant 4.01 0.40 10.03 <.001 
X1 0.96 0.61 1.59 .114 
X2 1.32 0.64 2.05 <.05 
X3 1.33 0.69 1.93 .054 
X4 0.87 0.61 1.42 .158 
Moderator (W) 0.06 0.11 0.57 .571 
Interaction 1 (X1) -0.20 0.17 -1.16 .246 
Interaction 2 (X2) -0.39 0.16 -2.43 <.05 
Interaction 3 (X3) -0.18 0.17 -1.07 .288 
Interaction 4 (X4) -0.21 0.16 -1.32 .189 
 B SE t p 
Constant 4.15 0.36 11.44 <.001 
X1 0.88 0.55 1.59 .113 
X2 1.47 0.58 2.52 <.05 
X3 1.85 0.62 2.97 <.01 
X4 1.14 0.56 2.06 <.05 
Moderator (W) 0.15 0.10 1.42 .158 
Interaction 1 (X1) -0.19 0.15 -1.23 .219 
Interaction 2 (X2) -0.32 0.15 -2.17 <.05 
Interaction 3 (X3) -0.34 0.15 -2.26 <.05 
Interaction 4 (X4) -0.33 0.14 -2.29 <.05 
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For the last dependent measure of download intention, results only showed the 
perceived deceptiveness moderates the effect of paid media compared to positive earned 
media on participants’ download intention (b = -.48, SE = .20, 95% CI = [-.88, -.07]). See 
Table 4.16. Thus, hypothesis 4 was partially supported. 
Table 4.16 Moderating estimating download intention from media type and perceived 
deceptiveness 
 
 B SE t p 
Constant 2.28 0.51 4.50 <.001 
X1 1.10 0.77 1.44 .152 
X2 2.96 0.81 3.64 <.001 
X3 2.14 0.87 2.47 <.05 
X4 1.92 0.78 2.47 <.05 
Moderator (W) 0.11 0.14 0.78 .434 
Interaction 1 (X1) -0.01 0.22 -0.03 .974 
Interaction 2 (X2) -0.48 0.20 -2.33 <.05 
Interaction 3 (X3) -0.18 0.21 -0.84 .401 
Interaction 4 (X4) -0.37 0.20 -1.86 .064 
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CHAPTER 5 
DISCUSSION 
 This dissertation explored the effectiveness of using paid, owned, positive earned 
media and their different combinations in the social media environment. It examined 
whether the different natures of the persuasive message on social media would have an 
impact on message audience’s perceived credibility of the post, consumer engagement 
intention, brand attitude, and purchase/download intention. Additionally, the moderation 
effects of persuasion knowledge and perceived deceptiveness of the message on this 
effect were also examined.  
5.1 THEORETICAL IMPLICATIONS 
 Results from the experiment showed positive earned media was more effective on 
people’s consumer engagement intention and download intention than paid media, but it 
did not work on perceived credibility of the post or product attitude. This is consistent 
with the previous findings that positive earned media could elicit more engagements 
among consumers and with the brand due to the interactions it provided on social media 
(Lovett & Staelin, 2016). Positive earned media content generally focuses more on 
reviews and discussions about the product or brand, which is based on the existing brand 
or product knowledge consumers already have. Since the product used in the experiment 
was not a well-known brand or a high involvement product, it could be difficult for 
participants to form an attitude toward the product or evaluate its credibility only after 
seeing one piece of message for a shirt time.  
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 Different from the finding from previous research (Xie & Lee, 2013), positive 
earned media was found to be less credible than owned media. One explanation might be 
the experiment participants did not actively find the positive earned information on their 
own like what they always do in real life, or the post was from their one of real friends on 
social media. Thus, perhaps this mock post did not imitate a close-to-real-life and nature 
scenario for participants to experience the credible benefit of positive earned media 
content. That was why they considered a post from a real brand to be more credible than 
one from an “imagined” friend.  
 Among all the five types/combinations, owned plus positive earned media was 
proven to be the most effective one on perceived credibility of the post, consumer 
engagement intention, brand attitude, and purchase/download intention. As the POEM 
Model suggests, the strategic mix of two or more media types can better promote one 
message. In addition,  combining owned and positive earned media can strengthen 
consumers’ perceived credibility and provide more comprehensive product information, 
which altogether can lead to more positive attitudes and potential behaviors. Given 
owned media is fully controlled and contributed by the company itself, knowing this, 
consumers might feel less concerned about where the source comes from if the positive 
earned media content is not from someone they already know. The psychological 
reactance theory (Brehm, 1966) explains how knowing the persuasive nature of a 
message could make people become more critical toward the content or brand. Social 
media users’ desire to maintain their freedom and being uninterrupted during viewing 
feeds of the friends or people they actively chose to follow can trigger negative feelings 
toward the sponsored brands or products. This could be another reason why paid media 
 42 
content received the most negative feedback. perceived credibility of the post, consumer 
engagement intention, brand attitude, and purchase/download intention 
 This dissertation also attempted to understand the effects of different media types 
by examining the possible moderators such as both the dispositional and conceptual 
persuasion knowledge and perceived deceptiveness of the post. Dispositional persuasion 
knowledge shows the accumulation of one’s persuasion knowledge system over time, so 
it is a relatively stable concept, which is not specific to one single advertisement. The 
general public might share similar attitudes toward advertising because of the negative 
attitudes fostered by the oversaturated media environment they are used to. However, 
conceptual persuasion knowledge is people’s understanding and attitude toward one 
specific persuasive attempt, i.e., a single advertisement, thus, in the current study, 
conceptual persuasion knowledge moderates the effects of paid media compared to 
owned media on consumer engagement intention, perceived credibility, and 
purchase/download intention.  
In addition, the perceived deceptiveness moderated the effects of media types on 
the dependent measure. The more consumers feel the message was misleading or 
deceptive, the weaker effects the media types would have consumer engagement 
intention, perceived credibility, brand attitude, and purchase/download intention when 
paid media content is compared to positive earned and paid plus positive earned media 
contents. Owned media does not have the moderating effect, because owned content is 
clearly stated as posted by the advertiser on its official account, compared to the content 
created by other users of the brand. The popularity of sponsored content and influencer 
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marketing might make consumers more skeptical about the positive reviews or content 
posted from other fellow users. 
 Theoretically, this dissertation has been one of the first studies that looked at the 
relationships between media types and consumers’ attitudes and behavioral intentions 
from an advertising  pertinent, instead of using empirical data and TV ratings (Lovett & 
Staelin, 2016). It extended the POEM model to the pure social media environment where 
consumer engagement has been considered as the key of social media marketing. Also, 
there has been almost no scholarly study that confirmed whether and which combination 
would be more effective in social media environment when promoting a brand.  
 This trend to strategically mix of different media types is consistent with the call 
of redefining advertising in the digital era. There have been a number of studies that 
discussed the need of expanding the traditional definition of advertising from only the 
“paid” persuasive attempt to any strategic communication (Dahlen & Rosengren, 2016; 
Kumar & Gupta, 2016).  Because of the trend of mixing different media types especially 
in the social media environment, it is even harder for current consumers to distinguish 
between paid content and free content when it comes to persuasive message. Unless it 
was stated as paid content, participants in the current study would not identify the nature 
of the Facebook posts they viewed even the contexts of the posts were explained. 
 This study also extended the literature of persuasion knowledge to a new context 
of POEM by exploring the influences of persuasion knowledge on the perceived 
effectiveness of different media types and combinations based on the POEM model. 
Also, the majority of previous persuasion knowledge research has only examined native 
advertising or WOM alone (see Boerman, Willemsen, & Van Der Aa, 2017; Wojdynski 
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& Evans, 2016; Wojdynski, Evans, & Hoy, 2018), which is just one type of the media 
forms in the POEM model. However, this study has looked not only the paid media but 
also the other media types and combinations in the POEM model. 
5.3 PRATICAL IMPLICATIONS 
Besides the theoretical implications mentioned above, this dissertation also has 
practical implications. This research may help advertisers better understand the strengths 
of stimulating, encouraging and integrating more positive earned media content such as 
social media mentions, tags and discussions, consumer reviews, and any consumer 
generated content into their owned media content. Knowing the power of positive earned 
and owned plus positive earned media could benefit advertisers with more positive 
feedback at a much less cost, compared to paid advertising. For example, companies can 
start with encouraging more consumer mentions and discussions, and then share or 
integrate the positive earned content to their owned media content. 
In addition, advertisers should find more ways to engage both potential and 
existing consumers. For example, crowdsourcing can be a great way to engage consumers 
on social media while gathering creative ideas from the public. However, advertising is 
still the effective way to remind consumers the existence of the brand and provide 
product-related information. Thus, given consumers already have had negative feelings 
toward advertising, advertisers might need to think about better strategies to make 
advertising less intrusive, for example, Hulu users are given more control over what 
kinds of commercials they prefer to see by filling advertising preference surveys. 
YouTube’s skippable ad is another example that allows consumer have a relatively better 
advertising experience. 
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The findings from the experiment could also inspire social media companies to 
design and develop better and more user-friendly platforms for advertisers to manage 
their owned and positive earned media content that can be effectively used to integrate 
multiple media types and promote one consistent content strategy utilizing different 
media types. Advertising, the paid content, has had a controversial reputation for a long 
time, so social media companies should also improve their advertising options for 
advertisers and advanced algorithms to better target potential consumers that can work 
hand in hand to minizine consumers’ negative attitudes toward social media advertising.  
5.4 LIMITATIONS AND FUTURE STUDEIS 
Despite the contributions this dissertation has, it has serval limitations. First, this 
dissertation used only Facebook as the media platform. Future studies could explore other 
social media platforms such as Twitter, Instagram, YouTube, as the different advertising 
formats across social media sites and characteristics of their users might influence the 
effectiveness of promoting messages. Also, the current experiment only explored five 
different types of combinations.  Perhaps, testing more possible combinations of the 
media types could provide more comprehensive insights into the field. In addition, even 
though the questionnaire for the main study was revised based on the pretest results, a 
second pretest was not conducted to confirm the accuracy and validity of the revised final 
questionnaire. 
 Second, a free Smartphone App was used as the product in the study. Participants 
might not have invested enough thinking when they were answered questions such as 
download intentions, as it is an intangible product and free to download and can be easily 
deleted without any financial loss. Additionally, since the involvement level of the app is 
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quite low to the experiment participants, they might have had low intentions and needs to 
engage with the brand by nature. Future studies are encouraged to use other product 
categories. Lastly, there might be other factors and moderators that can also influence the 
effectiveness of the different media types, such as social media users’ advertising 
skepticism, social media skills, the time they spent on social media.  
Even with these limitations, however, this study demonstrates the research needs 
to continue helping academics and advertising professionals better understand how to 
advance advertising strategies in the social media environment. It would also be 
interesting to see if participants would have similar attitudes and intentions across 
different social media platforms and how social media users define advertising in the 
digital age. This study provides a framework to move the understanding of social media 
advertising forward. 
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APPENDIX A 
 
EXPERIMENT QUESTIONNAIRE 
 
Are you an active Facebook user? 
o Yes   
o No   
Condition 1 
Please review the post carefully and scroll down to view the image and text carefully. 
After you view the post, you will be asked to complete survey questions regarding the 
post.         
Airtable is an editorial calendar App. The company paid Facebook $3,000 to place the 
following ad to target consumers. 
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Condition 2 
 
Please review the post carefully and scroll down to view the image and text carefully. 
After you view the post, you will be asked to complete survey questions regarding the 
post.         
Airtable is an editorial calendar App. Imagine you liked Airtable's Facebook page before, 
and the following post from this company's Facebook account appeared on your feed. 
The Facebook page is free for the company to use.  
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Condition 3 
 
Please review the post carefully and scroll down to view the image and text carefully. 
After you view the post, you will be asked to complete survey questions regarding the 
post.         
Airtable is an editorial calendar App. Imagine Rachel Goreham is your friend on 
Facebook, and she posted the following post about her experience of using the Airtable 
App. You saw this post on your Facebook feed. Rachel didn’t get paid to post this.  
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Condition 4 
 
Please review the post carefully and scroll down to view the image and text carefully. 
After you view the post, you will be asked to complete survey questions regarding the 
post.         
Airtable is an editorial calendar App. Imagine you liked Airtable's Facebook page before, 
and the following post from this company's Facebook account appeared on your feed. 
Airtable is sharing its user’s review of the App on its Facebook page. The Facebook page 
is free for the company to use, and the user didn’t get paid to share this either.  
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Condition 5 
Please review the post carefully and scroll down to view the image and text carefully. 
After you view the post, you will be asked to complete survey questions regarding the 
post.         
Airtable is an editorial calendar App. The company paid Facebook $3,000 to place the 
following ad to target consumers. The ad is sharing one of its user’s review of the App, 
and the user didn’t get paid to share this. 
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Read the following five statements. Which statement best describes the Facebook post 
you just viewed? 
o A paid Facebook ad of Airtable  
o A paid Facebook ad of Airtable which is about a user's post  
o A free post from Airtable's Facebook account  
o A post from a user of Airtable  
o Airtable's Facebook account sharing a user's post   
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After you saw the post, please indicate how likely you might consider 
 
 Extremely unlikely 
Moderately 
unlikely  
Slightly 
unlikely  
Neither 
likely nor 
unlikely  
Slightly 
likely  
Moderately 
likely  
Extremely 
likely 
Watching video on Airtable’ 
Facebook page  o  o  o  o  o  o  o  
Viewing pictures on Airtable’ 
Facebook pages  o  o  o  o  o  o  o  
Reading Airtable’ posts, user 
comments, or product reviews  o  o  o  o  o  o  o  
Liking/joining (e.g., following) 
Airtable’s Facebook page  o  o  o  o  o  o  o  
Engaging in conversations on 
Airtable’ Facebook page (e.g., 
commenting, asking, and 
answering questions)  
o  o  o  o  o  o  o  
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The post you just saw was  
 
 
 
 
 
Sharing Airtable’ posts on my 
own Facebook page (e.g., video, 
audio, pictures, texts)  o  o  o  o  o  o  o  
Recommending Airtbale’ 
Facebook page to my contacts  o  o  o  o  o  o  o  
Uploading product-related video, 
audio, pictures, or images  o  o  o  o  o  o  o  
 Strongly disagree  Disagree  
Somewhat 
disagree 
Neither 
agree nor 
disagree 
Somewhat 
agree Agree 
Strongly 
agree 
Convincing  o  o  o  o  o  o  o  
Believable  o  o  o  o  o  o  o  
Unbiased  o  o  o  o  o  o  o  
  
58 
Please describe your overall feelings about the app of Airtable. 
 
 1  2 3 4 5 6 7  
Appealing o  o  o  o  o  o  o  Unappealing 
Good o  o  o  o  o  o  o  Bad 
Unpleasant o  o  o  o  o  o  o  Pleasant 
Unattractive o  o  o  o  o  o  o  Attractive 
Favorable o  o  o  o  o  o  o  Unfavorable 
Likable o  o  o  o  o  o  o  Dislikable 
Low quality o  o  o  o  o  o  o  High quality 
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Please indicate how likely you are to download Airtable. 
 
 1 2 3  4 5  6  7   
Never o  o  o  o  o  o  o  Definitely 
Definitely do not 
intend to download o  o  o  o  o  o  o  Definitely intend to download 
Very low download 
interest o  o  o  o  o  o  o  Very high download interest 
Definitely not 
download it o  o  o  o  o  o  o  Definitely download it 
Probably not 
download it o  o  o  o  o  o  o  Probably download it 
 
 
Please indicate how much you agree with the following statements about the post you just saw. 
 
 Strongly disagree  Disagree  
Somewhat 
disagree  
Neither agree 
nor disagree  
Somewhat 
agree  Agree  
Strongly 
agree 
The post was 
commercial.  o  o  o  o  o  o  o  
The post was 
advertising.  o  o  o  o  o  o  o  
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Please indicate how much you agree with the following statements about your opinions about the post you just saw. 
 
 Strongly disagree  Disagree  
Somewhat 
disagree  
Neither agree 
nor disagree  
Somewhat 
agree Agree 
Strongly 
agree  
This post was trying to fool 
viewers into thinking it was 
not advertising. o  o  o  o  o  o  o  
The advertiser tried to 
obscure the fact that this 
was an ad. o  o  o  o  o  o  o  
The post tried to deceive 
the viewer about the fact 
that it was advertising.  o  o  o  o  o  o  o  
 
Please indicate to what extent you agree with the following statements about your attitude toward advertising in general. 
 
 Strongly disagree Disagree 
Somewhat 
disagree 
Neither agree 
nor disagree 
Somewhat 
agree Agree 
Strongly 
agree 
We can depend on getting the 
truth in most advertising. o  o  o  o  o  o  o  
Advertising’s aim is to inform 
consumer.  o  o  o  o  o  o  o  
I believe advertising is 
informative. o  o  o  o  o  o  o  
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From 1 to 7, please indicate to what extent do you agree with the following statements about your personal experience with Airtable. 
 
Advertising is generally truthful. o  o  o  o  o  o  o  
Advertising is a reliable source of 
information about the quality and 
performance of products. o  o  o  o  o  o  o  
Advertising is truth well told.  o  o  o  o  o  o  o  
In general, advertising presents a 
true picture of the product being 
advertised.  o  o  o  o  o  o  o  
I feel I’ve been accurately 
informed after viewing most 
advertisements. o  o  o  o  o  o  o  
Most advertising provides 
consumers with essential 
information. o  o  o  o  o  o  o  
 Strongly disagree Disagree  
Somewhat 
disagree  
Neither agree 
nor disagree  
Somewhat 
agree Agree 
Strongly 
agree 
I have never heard about 
Airtable before this survey. o  o  o  o  o  o  o  
I didn't know Airtable at all 
before this survey.  o  o  o  o  o  o  o  
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What do you think of calendar apps in general? Please indicate to what extent you agree with the following statements.   
 
 Strongly disagree Disagree 
Somewhat 
disagree  
Neither agree 
nor disagree  
Somewhat 
agree Agree  
Strongly 
agree 
Calendar apps are 
important to me. o  o  o  o  o  o  o  
Calendar apps 
mean a lot to me.  o  o  o  o  o  o  o  
Calendar apps 
matter to me. o  o  o  o  o  o  o  
Calendar apps are 
significant to me.  o  o  o  o  o  o  o  
Calendar apps are 
of concern to me. o  o  o  o  o  o  o  
 
From 1 to 7, please indicate to what extent do you agree with the following statements about your personal experience with Facebook. 
 
I knew Airtable very well 
before this survey.  o  o  o  o  o  o  o  
 Strongly disagree  Disagree  
Somewhat 
disagree  
Neither 
agree nor 
disagree  
Somewhat 
agree Agree  
Strongly 
agree  
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If I could only use one site on the 
Internet, it would be Facebook.  o  o  o  o  o  o  o  
I feel bad if I don’t check my 
Facebook daily.  o  o  o  o  o  o  o  
I often search for internet 
connection in order to visit 
Facebook.  o  o  o  o  o  o  o  
Before going to bed, I check 
Facebook once more.  o  o  o  o  o  o  o  
Watching Facebook posts is good 
for overcoming boredom.  o  o  o  o  o  o  o  
When I am bored, I often go to 
Facebook. o  o  o  o  o  o  o  
If I’m bored, I open Facebook.  o  o  o  o  o  o  o  
It happens that I use Facebook 
instead of sleeping.  o  o  o  o  o  o  o  
I spend more time on Facebook 
than I would like to.  o  o  o  o  o  o  o  
I spend time on Facebook at the 
expense of my obligations. o  o  o  o  o  o  o  
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Read the following five statements. Which statement best describes the Facebook post you just viewed? 
o A paid Facebook ad of Airtable  
o A paid Facebook ad of Airtable which is about a user's post  
o A free post from Airtable's Facebook account  
o A post from a user of Airtable  
o Airtable's Facebook account sharing a user's post   
 
What is your gender? 
o Male   
o Female   
o Prefer not to say   
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What is your age? 
 
What is your race? 
o White/Caucasian   
o Black or African American   
o Hispanic   
o Asian  
o American Indian or Alaska Native   
o Native Hawaiian or Pacific Islander   
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o Other   
What is the highest level of education you have completed? 
o Less than high school   
o High school graduate    
o Some college   
o 2-year college degree   
o Bachelor's degree   
o Master's degree   
o Professional degree (JD, MD)  
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o Doctorate   
What is your annual household income level? 
o Below $20,000  
o $20,000 - $39,999   
o $40,000 - $59,999   
o $60,000 - $79,999  
o $80,000 - $99,999   
o $100,000 - $149,999  
o More than $150,000   
